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The shift of consumers buying preference toward green beauty products can alleviate environmental
degradation to a certain extent. This study investigated the factors that could affect non-green con-
sumers purchase intention of green beauty products. Through the lens of non-green consumers of green
beauty products, the norm activation theory was employed as the underpinning theory in this paper. A
quantitative method, based on the partial least squares structural equation modelling, was used to verify
the proposed hypotheses. The findings displayed that norm activation theory activators, such as
ascription of responsibility, efficacy, social norm and environmental corporate social responsibility
(ECSR) initiatives showed a significant impact on personal norm, while awareness of consequences had
no influence on personal norm as an activator. Corresponding results disclosed that awareness of con-
sequences, efficacy, social norm, ECSR initiatives, and personal norm exhibited a significant impact on the
purchase intention of green beauty products. The study further assessed the effectiveness of personal
norm as a mediator variable and found that personal norm mediated four out of five activators of non-
green consumers’ purchase intention of green beauty products. According to the research, a further
inclusive analysis can be conducted in the future to evaluate the purchase intention of green beauty
products among non-green consumers and existing consumers on the foundation of norm activation
theory.
© 2020 Elsevier Ltd. All rights reserved.1. Introduction
The everyday use of beauty products poses a threat to the
environment. Tiny plastic beads or microbeads in facial scrubs, for
instance, are not biodegradable and their waste is often released
into the ocean, polluting the environment (Lopez, 2014; UNEP,
2015). Common ingredients of cosmetic products found in sun-
screen, shampoos, moisturisers, liquid soaps, and hair conditioners,
such as parabens, triclosan, and siloxane are discharged into
aquatic and terrestrial environments daily. These have posed
ecological risk and toxic effects on plants and animal species
(Juliano and Magrini, 2017; Jardak et al., 2016). Parabens can be
detected in the air when it is released during the production ofSunway University Business
aling Jaya, Selangor, Malaysia.
ah).beauty products (Juliano and Magrini, 2017). Siloxane is classified
as a chemical compound known in the category of volatile organic
compounds, which can evaporate in the air and affect air quality
(NOAA Research News, 2018). A study led by NOAA, a research
centre of National Oceanic and Atmospheric Administration, found
that among others, Siloxane’s presence in personal care products
causes air pollution when released into the air, comparable to
vehicular emission (NOAA Research New, 2018). One way to pre-
vent environmental pollution from the use of beauty products is to
switch to green beauty products. In the present study, a green
beauty product is described as a personal care product that has
been manufactured to offer the least harmful environmental effect
at every level of lifespan, can be recycled or reused, has biode-
gradable properties, or is packaged in an eco-friendly manner, and
allows for the long-lasting conservation of the biological ecosystem
(OECD, 2009). Green beauty products from this definition also
comprises cosmetic products that have been validated as green or
have been eco-labelled. (see Fig. 1)
Fig. 1. Research model.
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beauty products on the ecosystem is to shift to the consumption of
green beauty products. Hence, cosmetic users play a significant role
in contributing to or reducing pollution through their choice and
use of products. Green buying choice, or the conscious decision of
buying environmentally-friendly products, can offer a solution to
environmental problems caused by unsustainable cosmetic con-
sumption (Chekima et al., 2015). However, some users do not prefer
to buy green beauty products even though the goods appeal to
them (Sharma and Garisson, 2014). Devinney et al. (2010) argued
that in terms of purchasing proper or green products, users become
unwilling to sustain nature once they realise that they must spend
more money. To address this issue, Devinney et al. (2010) recom-
mended an emphasis on “social” consumerism or consumer social
responsibility (CNSR) to understand users’ behavioural consump-
tion. CNSR represents three components. The first component re-
lates to the users’ expressed attentiveness to specific motivations
such as charity and participation in protests, and the second
component may not even relate to any specific attitude since it is
associated to stated opinions in surveys or other methods of market
research. The third component of CNSR is focused in the present
study, which signifies the conveyed concerns pertaining to buying
or non-buying behaviour.
This research looks at a different angle of consumerism, i.e.
users’ non-buying behaviour. These users are known as non-green
consumers of green beauty products, whose behaviour is yet to be
examined in detail within the context of the green cosmetics in-
dustry. The non-green consumers of green beauty products in this
context refer to those do not purchase or are not the existing
consumer of green beauty products. Research on this industry has
mainly dealt with marketing policies (Kim and Chung, 2011), and
numerous researchers in consumer behaviour studies in the field of
cosmetics have mainly explored the existing users’ perspective of
green beauty products (e.g. Lalit and Sahasakmontri, 1998; Kim and
Chung, 2011; Pudaruth et al., 2015). Joshi and Rahman (2015)
mentioned that various elements may have hindered green buying
behaviour, including the fact that consumers’ choice of products is
not drawn from their rationale or emotional impulses, but based on
their behaviour of consumption in the past. Therefore, a study to
focus on non-green consumers’ buying behaviour is paramount,
not only to better understand their purpose of buying green beauty
products and changing their past behaviour in the process, but also
to identify the possible determinants that may have influenced
them to adopt a more environmentally responsible usage.2
This study aims to propose and test a model based on the Norm
Activation Theory (NAT) to understand non-green consumers’
purpose of buying green beauty products from the perspective of
consumer social responsibility (CNSR). Devinney et al. (2006)
described CNSR as the consumers’ purposive and cognisant incli-
nation of deciding on a specific selection for usage, on the basis of
individual and ethical principles. Personal and moral beliefs are
intrinsic in nature; thus, the NAT is chosen as the underpinning
theory, proposing that pro-social conduct is motivated by one’s
personal norm (PN), which denotes a person’s ethical commitment
to accomplish or abstain a distinctive act. Emphasis is put on an
individual’s ethical contemplations (Zhang et al., 2013).
It is noted that the ultimate challenge of CSR (corporate social
responsibility) is whether CNSR can be nurtured independently, and
whether therewill be no valuable creation by CSRwithout feedback
from CNSR (Devinney et al., 2006). The current study focuses on
environmental context; thus, it proposes the inclusion of environ-
mental corporate social responsibility (ECSR) initiatives, a sub-
component of CSR, as additional activators of personal norm (PN).
ECSR signifies an organisation’s endeavours in blending its com-
mercial procedures with initiatives for the environment, and
handling investors without sacrificing the fiscal progress of its trade
(Nor Irwani et al., 2014). Companies’ ECSR initiatives may indirectly
shape social norm, serving as a reference to society of how an in-
dividual should behave. Behavioural change among consumers is
possible with corporate social responsibility (CSR) initiatives
(Khojastehpour and Johns, 2014). According to Bhattacharya and
Sen (2004), corporate participation or support in issues relating
to the society as a whole, can inspire people to undergo some form
of “behaviour modification.” The transformation can be due to
changes in personal norm (PN), the result of which can affect
consumers’ buying decision towards more socially and environ-
mentally responsible products (Grimmer and Bingham, 2013).
Therefore, this study aims to understand non-green consumers’
purchase intention of green beauty products using the NAT. A total
of 478 non-green consumers data were collected and analysed
using a partial least squares structural equation modelling analysis.
To achieve this research objective, the specific research question to
be answered is:
RQ: what are the factors (using the NAT) influencing non-cus-
tomers’ purchase intention of green beauty products?
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2.1. Consumer social responsibility (CNSR)
The overall cosmetics industry is worth USD$532 billion globally
in 2019, while the natural cosmetics market is valued at USD$36.2
billion in the same year (Shahbandeh, 2019). From the equation, the
natural cosmetics market only makes up 6.8% of the overall cos-
metics market share. As highlighted by Sharma and Garisson
(2014), although green beauty products are interesting to con-
sumers, they do not convert into actual purchases. Little explana-
tion was provided in the literature concerning the gap in
consumers’ behaviour between their ethical consumptions and
their unethical choices (Belk et al., 2005). According to Belk et al.
(2005), it is particularly obvious when it comes to buying behav-
iour on the issues that they claimed to be concerned about. The
ethical or green consumption desire has not become reality when it
comes to actual spending (Devinney et al., 2010). The gap between
consumers’ desire and their actual spending have caused the rise
on the discussion pertaining to CNSR fromvarious researchers, such
as Devinney et al. (2010), Manning (2013), Caruana and Chatzidakis
(2014), Quazi et al. (2016), and Schlaile et al. (2018).
Consumer social responsibility (CNSR) has several definitions.
Schlaile et al.’s (2018) compilations of CNSR definitions have shown
the term to be closely related to consumers’ consumption choice in
shifting towards socially and environmentally friendly products.
Among others, Webster (1975) defined CNSR as the conscious de-
cision of consumers to consider the repercussions of the products
being consume on the general public. These consumers utilised
their buying power to influence positive social change. Webster’s
(1975) definition focuses on the “social aspect,” while Antil’s
(1984) definition of CNSR deals with the “environmental aspect”.
Based on Antil’s (1984) definition of CNSR, consumers decide to buy
a product based on considerations toward the environmental
impact of the products being consumed and are concernedwith the
negative consequences of the products on the environment. How-
ever, Devinney et al.‘s (2006) definition of CNSR touches on the
aspect of consumers’ personal and moral beliefs, stating that it is a
consumer’s deliberate and mindful verdict to buy a product on the
basis of individualistic and ethical principles. CNSR can be under-
stood as the buying or non-buying inclination and the expressed
views given in surveys or other types of market study. Even though
the definition of CNSR includes consumers’ consumption compo-
nent, Schlaile et al. (2018) further defined CNSR specifically on
consumer social responsibility consumption (SRC). SRC is defined
as “a social action that involves the act of consuming and simul-
taneously entails (i) taking into account, (ii) gathering information
about, and ultimately (iii) avoiding the (foreseeable) negative
consequences the current action engenders with regard to past,
present, and the future behaviour of others” (p. 569).
Consumer social responsibility (CNSR) has a solid association
with corporate social responsibility (CSR). Corporate social re-
sponsibility (CSR) is a voluntary effort by corporations to improve
the quality of the society and the environment. The three elements
of CSR are the social responsibility, economic responsibility, and the
environmental responsibility (Van Marrewijk, 2003). All three CSR
components emphasise on corporate ethics. According to Belk et al.
(2006), a business’ ethical behaviour may influence the ethical
behaviour of consumers. There is a link between business and
consumers in relation to ethical behaviour. Researchers in the past
have reiterated that CSR initiatives by corporations may succeed if
it is propelled by consumer social responsibility (CNSR) (Manning,
2013; Caruana and Chatzidakis, 2014; Vitell, 2015; Schlaile et al.,
2018). In relation to that, the environmental portion of CSR is
often overlooked or discussed in the past by researchers (Nik Ramli3
et al., 2014). Thus, this paper focuses on environmental corporate
social responsibility (ECSR) initiatives to close the gap in this area of
study by concentrating on consumers’ non-buying behaviourda
different angle of CNSR. The non-buyer is also known as the non-
green consumer of green beauty products in the context of this
paper.
2.2. Green purchase intention (PI)
Green PI is the likelihood and willingness to consume the
product that has biodegradable features (Nik Ramli, 2009; Yusof
et al., 2013). Another definition is the probability of consumers to
purchase green products is based on their environmental needs
(Chen and Chang, 2012; Kong et al., 2014). Consumers are aware
that such behaviour will contribute to environmental cause (Chen
and Lee, 2015). Green PI will lead to actual green behaviour.
Green behaviour is demonstrated in the buying behaviour.
Green consumers purchase green products as a preventive measure
of further deterioration of the environment (Ergen et al., 2014; Tan
and Lau, 2010; Young et al., 2010). According to Gilg et al. (2005)
green behaviour are based on purchase decision (green consump-
tion), habits (energy and water conservation) and recycling. There
are two categories of green behaviour of interest, which are recy-
cling and environmentally friendly product purchasing (Park and
Ha, 2012). Green behaviour can be divided into different distinct
categories and green consumerism has been listed as one in these
categories (Stern, 2000; Rasool, 2013). The decision of green pur-
chasing helps reduced the effects of higher-impact products since
they are substituted with products that are environmentally
friendly (Moser, 2015).
2.3. Norm activation theory (NAT)
Schwartz described the NAT as the relationship between per-
sonal norm (PN), activators, and behaviour (Schwartz, 1970, 1977;
Schwartz and Howard, 1984; Harland et al., 2007), and further
purported that PN needs activators that will influence pro-social
behaviour (Schwartz, 1977). To strengthen the predictive power
of the NAT model, social norm (SN) is added as one of the model’s
variables (Bamberg et al., 2007; Onwezen et al., 2014; Han, 2014),
along with awareness of consequences (AC), ascription of re-
sponsibility (AR), and efficacy. Several studies have demonstrated
how the NAT can be useful in predicting environmentally friendly
behaviour (Ebreo et al., 2003; Harland et al., 2007; Matthies et al.,
2012; Zhang et al. 2013; Van der Werff and Steg, 2015). Green PI,
which denotes the prospect and inclination of buying products
with environmentally friendly features (Nik Ramli, 2009; Yusof
et al., 2013), can be explained using the NAT and PN, the latter
being the greatest contributor to green PI (Hofenk et al., 2010).
2.3.1. Awareness of consequences (AC)
AC is the NAT’s first activator, referring to the degree that a
person is mindful of harmful consequences of not acting pro-
socially (De Groot and Steg, 2009). It is one of the key variables in
predicting environmentally friendly purpose based on Schwartz’s
(1977) NAT, as the AC of global and local environmental problems
can result in environmentally-friendly-related behaviour (Schultz
et al., 2005; Milfont et al., 2010). Likewise, the degree of a per-
son’s participation with pro-environmental conduct depends on
the magnitude of one’s alertness to the implications and outcomes
of ecological complications (Steg and De Groot, 2010). A study on
residents of a tourist site in China showed that the AC of disasters
affects the residents’ behaviour towards environmental protection
(Zhang et al., 2014). In another related study on carbon footprint
mitigation, it was found that the increase in AC positively increased
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follows that consumers will consciously select more environmen-
tally friendly products when the awareness to ecological compli-
cations is substantial (Ergen et al., 2014). A research on energy
saving conducted by Van derWerff and Steg (2015), further showed
that AC positively predicted PN. Accordingly, PN increases when AC
increases, which will eventually affect environmental behaviour
(Vaske et al., 2015).
H1a. AC has a direct association with PN.
H1b. AC has a direct association with PI of green beauty products.2.3.2. Ascription of responsibility (AR)
The second activator of the underpinning theory is AR. Ac-
cording to Steg and De Groot (2010), AR refers to “the feeling of
responsibility to the problems” (p. 727). A study by Ebreo et al.
(2003) showed that AR significantly predicted environmental-
related behaviour, whereby a person will tend engage in waste
reduction behaviour when the responsibility is ascribed to oneself.
Furthermore, a study conducted by Vaske et al. (2015) on carbon
footprint mitigation, showed that an increase in AR increases re-
ported environmental behaviour, positively affecting PN. De Groot
and Steg (2009) too, surmised that AR positively affects PN
following their various studies on pro-social intention, while Zhang
et al. (2014) found that the effects of AR on PN will lead to envi-
ronmentalism. Previous studies have showed positive impacts of
AR on PN and intention, specifically in the area of green behaviour.
The PI of consumers to purchase green products are considered as
green behaviour (Park and Ha, 2012). Thus, the effectiveness of AR
on PN and intention are measured in this study.
H2a. AR has a direct association with PN.
H2b. AR has a direct association with PI of green beauty products.2.3.3. Efficacy
The third activator, efficacy is the ability to identify actions that
can help reduce a problem (Schwartz, 1977; Harland et al., 2007;
Steg and De Groot, 2010). Efficacy is measured through self-efficacy
and outcome-efficacy in this study. Self-efficacy is a person’s con-
fidence to perform a specific behaviour (Steinhorst et al., 2015). An
individual should have the belief of one’s ability to perform the
action that has been identified, as to minimise the problem at hand.
Self-efficacy is one of the factors that increases a person’s purpose
to buy green beauty products (Ling, 2013). A study conducted on
tourists and environmental protection showed that self-efficacy
significantly affects the willingness of individuals to pay for envi-
ronmental protection when travelling (Doran et al., 2015). For
buying green beauty products, self-efficacy is proven to have the
strongest impact on behaviour (Ling, 2013). Self-efficacy extends
one’s purpose to behave pro-environmentally (Payne, 2013) and
the lack of self-efficacy is one of the barriers to pro-environmental
behaviour (Gifford, 2011). The belief in one’s own capacity to make
a difference will lead to the feeling of ethical responsibility or PN
(Schwartz, 1977; Turaga et al., 2010). Outcome-efficacy is a person’s
empathy towards altering one’s behaviour to help minimise or
solve a problem (Van der Werff and Steg, 2015). Previous studies
have found that outcome-efficacy is one of the factors that activates
PN (van de Werff and Steg, 2015); Steg and De Groot (2010).
H3a. : Efficacy has a direct association with PN.
H3b. : Efficacy has a direct association with PI of green beauty
products.4
2.3.4. Social norm (SN)
SN is added as the fourth activator of PN and is integrated into
the NAT. SN refers to an individual’s awareness of the social pres-
sures of performing, or not performing, an action (Han, 2014).
Green society, greenmovements, and environmentalists are among
the SN factors that influence consumers to go green (Rezai et al.,
2013). SN has been found to have a direct impact on PN
(Thøgersen, 2006; Bamberg et al., 2007; Onwezen et al., 2013) or
the responsibility to accomplish an action due to an internalised
feeling. Therefore, from a theoretical perspective, SN has a strong
role in the application of the NAT due to its positive outcome on PN
(Matthies et al., 2012; Lauper et al., 2015). Nevertheless, previous
studies conducted by Matthies et al. (2012) and done by Lauper
et al. (2015) investigated the field of personal recycling behaviour
and car drivers’ purpose in averting street-traffic noise. This present
study examines the efficiency of SN on PN among the non-green
consumers’ purpose to buy green beauty products. In addition,
the efficiency of SN on non-green consumers’ behavioural purpose
to buy green beauty products will be inspected in this study. Pre-
vious research conducted by Han (2014) found that SN also has a
direct impact on behavioural purpose, particularly pro-
environmental behaviour (Garcia-Valinas et al., 2012), and it has
been proven that SN is a vital constituent in predicting individuals’
pro-environmental purchase intentions (Han et al., 2015). Similarly,
in terms of green beauty products, the Theory of Planned Behaviour
was applied and showed that SN has a significant direct correlation
with the PI of green beauty products (Hsu et al., 2017). The effec-
tiveness of SN on PI in this paper is from the perspectives of the
non-green consumers of green beauty products, as well as applying
the NAT as the underpinning theory.
H4a. : SN has direct association with PN.
H4b. : SN has direct association with PI of green beauty products.
2.3.5. Personal norm (PN)
PN has been proven to affect pro-environmental behaviour
(Kaiser et al., 2005; Biel and Thøgersen, 2007; Zhang et al., 2014)
and purpose (Steg and de Groot, 2010). It is defined as a “moral
obligation to perform or refrain from specific actions” (Schwartz
and Howard, 1981, p. 191). Regarding pro-environmental behav-
iour, PN was discovered to be the substantial predictor of energy-
saving actions, on the whole (Van der Werff and Steg, 2015).
Meanwhile, Park and Ha (2012) specified that the purpose to
recycle relies on a person’s PN in recycling behaviours, and corre-
spondingly, Hofenk et al. (2010) revealed that PN has a major
bearing on pro-environmental PI. PN balances the purpose to
accomplish a behaviour and is able to predict people’s private
emotions about pro-environmental behaviour (Onwezen et al.,
2014).
H6. PN has direct association with PI of green beauty products.
2.3.6. ECSR initiatives
ECSR initiatives indicate an organisation’s endeavours to blend
environmental initiatives with its commercial procedures, and to
manage investors without sacrificing the fiscal progress of the
company’s trade (Nor Irwani et al., 2014). Eco-labels, cause-related
movements and environmental movements are some elements of
ECSR initiatives, which have been recognised to impact company
reputation significantly (Nor Irwani et al., 2014) and boost users’
faithfulness (Nik Ramli et al., 2014). According to Kaur (2014),
consumers who are exposed to corporate green initiatives will shift
towards greener consumption. The shift signifies that consumers
react positively to corporate CSR activities (Wigley, 2008) and that
ECSR initiatives can directly and indirectly affect PI (Khojastehpour
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Grimmer and Bingham (2013) that consumers prefer buying green
products from companies perceived to be environmentally
responsible is supported by Feldman and Vasquez-Parraga (2013),
who deduced that companies’ environmental commitment is
considered during the decision-making process of buying socially
responsible products.
Eco-labels and cause-related campaigns have also been found to
have a significant impact on consumers’ attitude and purpose to
buy green products (Annuar and Mohamad, 2012; Kong et al.,
2014), while other ECSR initiatives, such as environmental adver-
tising, focus on education that can create awareness on the envi-
ronment and nature among consumers (Zhu, 2013). Environmental
advertising that highlights behavioural consequences of unsus-
tainable behaviour affects consumers positively towards sustain-
able behaviour (White et al., 2011). Consumers become enthusiastic
to promote cause-related movements because of socio-emotional
and economic motives (Folse et al., 2010). ECSR initiative ele-
ments, such as environmental advertising can exploit the plea to
conscience, which provokes emotions of accountability among
consumers (Jimenez and Yang, 2008). Conscience can then affect
people’s ethical responsibility (Kaiser and Shimoda, 1999), which
relates to their PN (Schwartz and Howard, 1981).
PN is the central component of the NAT. To investigate the
effectiveness of ECSR initiatives in enhancing the PI among the non-
green consumers of green beauty products, ECSR initiative is inte-
grated into the model of the NAT.
H5a. : ECSR initiatives has direct association with PN.
H5b. : ECSR initiatives has direct association with PI of green
beauty products.2.4. Personal norm as a mediator
This study also proposes PN as a mediator of the relationships
between green behaviour, and both AC and AR (Vaske et al., 2015).
According to Schwartz (1977), once PN is activated by AC, it can
become the mediator to behavioural purpose. The purpose to carry
out an ecological related behaviour further enhances AC through
PN (Zhang et al., 2018). Besides AC, PN has also been found to be the
mediator for AR with behavioural intention such as the PI of energy
saving appliances (Zhang et al., 2019).
In a recent study by Joanes (2019) it was found that through PN,
the intention to reduce clothing usage was strengthened due to
outcome efficacy. PN has also been found to mediate self-efficacy
and buying behaviour. When consumers have higher belief about
their environmentalism, it their green buying behaviour via PN is
affected (Song et al., 2019). Another activator of PN added in this
paper, is SN. Wan et al. (2014) found that consumers who have high
levels of SN are more likely to develop high levels of PN, which
subsequently leads to high levels of green buying. PN has been
proven to have a strong role as a mediator for the NAT activators
with green-related behaviour.
ECSR initiatives are integrated into the model of the NAT. Pre-
viously, PN has played a mediating role in other areas of environ-
mentalism, such as pro-environmental spillover (Steinhorst et al.,
2015), and environmental concern (Song et al., 2019) with behav-
ioural purpose. In this research, the effectiveness of PN as a medi-
ator for ECSR initiatives and PI of green beauty products is
investigated. Based on the discussions above, the following hy-
potheses are developed:
H7a. : PN mediates the relationship between AC and the PI of
green beauty products5
H7b. : PN mediates the relationship between AR and the PI of
green beauty products
H7c. : PNmediates the relationship between efficacy and the PI of
green beauty products
H7d. : PN mediates the relationship between SN and the PI of
green beauty products
H7e. : PN mediates the relationship between ECSR initiatives and
the PI of green beauty products
The full research model is shown in Table 1:
3. Methodology
3.1. Sample and procedure
The current study employed a quantitative research design by
means of a survey questionnaire method. A pre-test was conducted
to identify potential problems which might have been overlooked
by the researchers. Several academic experts were invited to
examine the face validity of each construct’s scale. Next, small-
scaled study was conducted, known as a pilot study, by distrib-
uting questionnaires to 32 non-green consumers of environmen-
tally friendly beauty products to examine the reliability of each
scale. Also, some of the respondents were interviewed to provide
feedback on the questionnaire. Changes were made to the layout,
the wordings, and the instruction, to enhance the quality of the
questionnaire. The preliminary reliability results generated from
the pilot test showed that the Cronbach’s alpha values for all con-
structs exceeded the acceptable value of 0.6.
The sampling frame of this study is cosmetic consumers who
have no prior experience of using green beauty products. Hence, a
filter question was included in the questionnaire to ask whether
they have any experience using green beauty products in the past.
Those who answered ‘yes’ were dismissed from the sampling
frame, i.e. excluded from the final data. Questionnaire survey forms
were distributed to respondents, mainly at venues such as shop-
ping malls, cosmetics chain stores, and hypermarkets with cos-
metics aisles, from nine different states of Malaysia comprising
Johor, Negeri Sembilan, Melaka, Kuala Lumpur, Selangor, Penang,
Pahang, Kelantan, and Kedah. 478 useable data were received from
the 850 distributed questionnaire survey forms. Based on the
calculation of G*Power analysis, the study had a sufficient sample
size as it exceeded the minimum sample requiring 98.
Thegender statistics showed thatmales are42.7%and females are
57.3%. 164 respondents (34.3%) were high school graduates, 144
(30.1%) respondents were degree holders, and the remaining were
students at primary (0.6%), secondary (5.4%), diploma (24.1%), Mas-
ter’s (4.40%) and PhD (1%) levels. The majority of the respondents
(52.1%) had an average monthly income of less than RM 2,000, and
most respondents (51.7%) were from the age group of 21e30 years.
3.2. Measures
Awareness of Consequence: Adapted fromHan (2014), the scale to
measure AC consists of 5 items. The response format is in a 5-point
Likert’s Scale ranging from strongly disagree (1) to strongly agree
(5).
Ascription of Responsibility: The study measured AR using a 5-
item scale adapted from past studies (Ebreo et al., 2013; Han,
2014). Respondents completed the measure using a 5-point Lik-
ert’s Scale (1-strongly disagree, 5-strongly agree).
Efficacy: A five-item scale was used to measure efficacy adapted
from past studies (Steg and De Groot, 2010; Van derWerff and Steg,
2015; Steinhorst et al. 2016). The response options ranged from 1
Table 1
Measurement model.
Constructs Items Outer Loadings Cronbach’s Alpha Composite Reliability AVE
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Social Norm: The scale to measure SN was adapted from Paul
et al. (2016), which consists of six items. The response format is in a
5-point Likert’s Scale ranging from strongly disagree (1) to strongly
agree (5).
Personal Norm: PN was measured using a 5-item scale adapted
from past studies (Han, 2014; Van der Werf and Steg, 2015). The
response options ranged from 1 (strongly disagree) to 5 (strongly
agree).
ECSR Initiatives: A modified scale that consists of 6 items by
Turker (2008) was used to measure ECSR initiatives. Respondents
completed the measure using a seven-point Likert’s Scale (1-
strongly disagree, 7-strongly agree).
Purchase intention: PI was measured using Paul et al.‘s (2016)
scale, made up of 5 items measured in a 5-point Likert’s Scale
ranging from 1-strongly disagree to 5-strongly agree.
The full scales are available in Appendix A.4. Data analysis
Developed by Ringle et al. (2015), SmartPLS 3 was used to
perform the partial least squares structural equation modelling
(PLS-SEM) instead of co-variance-based structural equation
modelling (CB-SEM) in the current study. PLS-SEM has several
advantages, including its suitability in explorative research and
targets’ prediction, and its flexibility in handling non-normal data
and small sample sizes. Thus, SmartPLS 3 was used in this study to
test the proposed hypotheses. Following a two-step analytical
procedure approach, measurement and structural models were
assessed (Anderson and Gerbing, 1988).6
4.1. Measurement model
Internal consistency reliability was assessed by evaluating the
Cronbach’s alpha (CA) and composite reliability (CR). Constructs
with high internal consistency usually have highly correlated in-
dicators. In Table 1, the CA and CR values for all constructs were
above the suggested value of 0.7, indicating internal consistency.
According to Hair et al. (2017), to achieve convergent validity, the
general rules of thumb are outer loadings should be greater than
0.708, and the average variance extracted (AVE) value should be
higher than 0.5. As seen in Table 2, outer loadings for all items
exceeded the benchmark of 0.7. The only item (AC4) which did not
meet the benchmark was removed from the construct. Further-
more, the AVE values for all constructs were in the range of
0.632e0.751. Since the values for loadings and AVE met the
threshold values recommended by Hair et al. (2017), it can be
concluded that all constructs showed sufficient evidence of
convergent validity.
Discriminant validity was evaluated by means of the Fornell-
Larcker criterion and Heterotrait-Monotrait ratio of correlations
(HTMT) criterion. The Fornell-Larcker criterion entails that the
square root of the AVE for every construct should be higher than the
inter-construct links (Fornell and Larcker, 1981), and the HTMT
value between two constructs should be below 0.85 (Henseler et al.,
2015). As shown in Table 2, this study does not concern discrimi-
nant validity.4.2. Structural model




1 2 3 4 5 6 7
1. Ascription of Responsibility 0.795
2. Awareness of Consequences 0.402 0.855
3. ECSR Initiatives 0.439 0.377 0.812
4. Efficacy 0.598 0.427 0.584 0.829
5. Personal Norm 0.617 0.315 0.625 0.638 0.807
6. Purchase Intention 0.471 0.386 0.634 0.587 0.589 0.813
7. Social Norm 0.513 0.217 0.367 0.581 0.582 0.439 0.867
Note: Values (bold) on the diagonal represent the square root of the AVE while the off-diagonals are correlations.
HTMT Criterion
1 2 3 4 5 6 7
1. Ascription of Responsibility
2. Awareness of Consequences 0.468
3. ECSR Initiatives 0.501 0.425
4. Efficacy 0.681 0.486 0.653
5. Personal Norm 0.715 0.364 0.705 0.722
6. Purchase Intention 0.545 0.436 0.707 0.659 0.675
7. Social Norm 0.580 0.243 0.397 0.638 0.652 0.492
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evaluated. All the variance inflation factor (VIF) values for the two
endogenous variables (PN and PI) were lower than the recom-
mended value of 5, showing no sign of collinearity issue. Next, the
model fit was assessed by evaluating the standardised root mean
square residual (SRMR) (Henseler et al., 2016). As the SRMR value
for this researchmodel was 0.057, lower than the threshold value of
0.08, it can be concluded that the model is a reasonable model fit.
To assess the significance of coefficient for every path proposed
in the research model, a bootstrapping technique was performed
with 5000 re-samples (Hair et al., 2017). The outcomes in Table 3
displayed that AC has a substantial positive effect on PI, but no
significant effect on PN. Hence, H1b is supported but H1a is not
supported. It was also found that AR has a substantial influence on
PN, but no significant influence on PI. Thus, H2a is supported, while
H2b is not supported. Additionally, efficacy, SN, and ECSR initiatives
were found to have substantial positive impact on PI and PN, sup-
porting H3a, H3b, H4a, H4b, H5a,and H5b. Lastly, PN was found to
have a significant positive effect on PI, which supports H6. The ef-
fect size for each relationship is reported in Table 3 and the inter-
pretation of the f2 is as follows: 0.02 (small), 0.15 (medium), and
0.35 (large).
To test the significance of the indirect effect (mediation effect),Table 3
Structural model.
Direct effect Beta BCCI (5%e95%) Sta
H1a AC - > PN 0.041 [-0.091, 0.013] 0.0
H1b AC - > PI 0.099 [0.031, 0.160] 0.0
H2a AR - > PN 0.267 [0.182, 0.350] 0.0
H2b AR - > PI 0.035 [-0.052, 0.117] 0.0
H3a EF - > PN 0.158 [0.071, 0.246] 0.0
H3b EF - > PI 0.169 [0.071, 0.263] 0.0
H4a SN - > PN 0.236 [0.162, 0.318] 0.0
H4b SN - > PI 0.077 [0.008, 0.144] 0.0
H5a ECSR - > PN 0.344 [0.071, 0.246] 0.0
H5b ECSR - > PI 0.352 [0.272, 0.433] 0.0
H6 PN - > PI 0.164 [0.072, 0.256] 0.0
One-tailed test
Indirect Effect Beta BCCI (2.50%e97.5%) Sta
H7a AC - > PN - > PI 0.007 [-0.021, 0.004] 0.0
H7b AR - > PN - > PI 0.044 [0.011, 0.086] 0.0
H7c EF - > PN - > PI 0.026 [0.005, 0.054] 0.0
H7d SN - > PN - > PI 0.039 [0.011, 0.073] 0.0
H7e ECSR - > PN - > PI 0.056 [0.017, 0.097] 0.0
Two-tailed test
7
the bootstrapping method was applied (Preacher and Hayes, 2008).
Based on Table 3, the results demonstrated that the mediation ef-
fect of PN has a significant impact on the relationships between PI
and AR (beta ¼ 0.044, t-value ¼ 2.297, p-value ¼ 0.022), efficacy
(beta ¼ 0.026, t-value ¼ 2.026, p-value ¼ 0.043), SN (beta ¼ 0.039,
t-value ¼ 2.462, p-value ¼ 0.014), and ECSR initiatives
(beta ¼ 0.056, t-value ¼ 2.810, p-value ¼ 0.005), since all confi-
dence intervals do not contain zero, supporting H7b, H7c, H7d, and
H7e. However, PN did not significantly mediate the relationship
between AC (beta ¼ 0.007, t-value ¼ 1.097, p-value ¼ 0.273) and
PI. Hence, H7a is not supported.
In addition to assessing the significance of path coefficients, the
model’s predictive power was also assessed by looking at the co-
efficient of determination (R2) values of the endogenous constructs
(Hair et al., 2017). The model was able to explain 60.1% of the
variance in PN and 50.1% of the variance in PI. In addition, a
blindfolding procedure was conducted with an omission distance
of 7 to obtain the Stone-Geisser’s Q2 value (Hair et al., 2017). The
results showed that the Q2 value for PN and PI is 0.330 and 0.390,
respectively. Since both values are above zero, the research model
was considered to have predictive relevance. Apart from that, a
PLSpredict analysis (Shmueli et al., 2016) was also performed.
Table 4 shows that the Q2predict is greater than 0 for PN and PI,ndard error t-value p value Decision f2
32 1.268 0.102 Not Supported 0.003
39 2.516 0.006 Supported 0.015
52 5.092 0.000 Supported 0.102
51 0.681 0.248 Not Supported 0.001
53 2.954 0.002 Supported 0.027
58 2.927 0.002 Supported 0.024
46 5.098 0.000 Supported 0.087
41 1.886 0.030 Supported 0.007
51 6.814 0.000 Supported 0.190
48 7.303 0.000 Supported 0.134
56 2.908 0.002 Supported 0.021
ndard error t- value p-value Decision
06 1.097 0.273 Not Supported
19 2.297 0.022 Supported
13 2.026 0.043 Supported
16 2.462 0.014 Supported
20 2.810 0.005 Supported
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smaller than the prediction error of mean values. Furthermore,
compared to the naïve linear regression model (LM), the PLS
benchmark yields lower prediction errors in terms of RMSE (or
MAE) for most indicators, indicating the model has medium pre-
dictive power.5. Discussion
First, the significant positive effect of AC on PI as discovered in
this research specifies that consumers, who are mindful of the
negative influences that non-green beauty products have on the
environment, are more probable in buying green beauty products.
This result is in line with the results from previous studies (Vaske
et al. 2015; Zhang et al., 2014; Ergen et al. 2014). In previous re-
searches, AC improved green behavioural intention. Contextually,
the more an individual is shown to the knowledge about the seri-
ousness of non-green beauty products on the environment, the
higher the purpose to buy green beauty products among the non-
green consumers. With the positive outcome between AC and
purpose, similar outcome was anticipated with the connection
between AC and PN. Knowing that non-green beauty products are
bad for the environment, may affect one’s intrinsic emotion.
However, surprisingly, AC was found to have no significant in-
fluence on PN, suggesting that PN is not shaped by how consumers
view the consequences of buying non-green beauty products.
Nevertheless, the result is in line with a study by Lauper et al.
(2015) on street-traffic noise prevention that was based on the
NAT, showing that AC was not a significant predictor of PN. The
result suggests that being mindful of consequences alone is inad-
equate to trigger intrinsic feeling of moral obligation.
This study also found no relationship between AR and the PI of
green beauty products. This means the feeling of responsibility
alone does not equate action among consumers. Nevertheless, the
influence of AR on PI through PN is significant. This finding is
supported by De Groot and Steg (2009), who studied five different
situations of pro-social behaviour. They found that those who feel
responsible for a challenging situation will feel a sense of guilt,
which will then influence their action indirectly.
The third activator examined in this study is efficacy. Efficacy
has been shown to have a significant influence on both PN and the
PI of green beauty products. The result is consistent with a previous
study by Wan et al. (2014), which found that efficacy is the most
important variable in behavioural intention. Efforts by cosmetics








RMSE MAE Q2predict RMSE
PN4 0.765 0.571 0.312 0.768
PN2 0.664 0.495 0.390 0.664
PN5 0.665 0.502 0.434 0.679
PN3 0.664 0.511 0.432 0.669
PN1 0.728 0.539 0.351 0.736
PI5 0.831 0.644 0.193 0.841
PI4 0.657 0.504 0.303 0.680
PI1 0.632 0.473 0.381 0.640
PI2 0.620 0.491 0.370 0.626
PI3 0.649 0.501 0.332 0.664
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availability and accessibility. Studies by Harland et al. (2007), and
Steg and De Groot (2010) found that efficacy has a positive rela-
tionship with PN, which conforms with results in the current study.
The increased ability to improve accessibility to green beauty
products has increased consumers’ ethical obligation to perform
environmentally responsible action.
The next point of discussion is the integration of SN into the NAT
model. As investigated, the current study found that SN signifi-
cantly influences both PN and PI. This result is consistent with those
of previous studies by Onwezen et al. (2014) and Han (2014), on the
positive effect of SN on PN, whereas the significant effect of SN on
behavioural purpose conforms with the results of studies by Rezai
et al. (2013) and Garcia-Valinas et al. (2012). Thus, it can be sur-
mised that social pressures experienced by consumers can result in
their feeling obligated to perform an action, which ultimately af-
fects their PI.
Finally, ECSR initiatives by corporations were integrated into the
NAT model to examine their impact on PN and PI. The results show
that not only did ECSR initiatives have a significant influence on
both PN and PI, but also had the strongest direct relationship with
PN and the PI of green beauty products.
In this study, the effectiveness of PN as a mediator variable was
also assessed and it was found that PN mediates four out of five
activators, which are AR, efficacy, SN, and ECSR initiatives, to the PI
of green beauty products. Based on the result, AC did not have an
indirect relationship with the PI of green beauty products via PN.
According to van der Werff et al. (2015), the relationship between
AC and PN is mediated by AR, which then leads to behavioural
change. This relationship is supported by the result in this study,
that there is no significant direct relationship between AC and PN.
PN cannot be activated by AC. De Groot and Steg (2009) explained
that in order to activate PN, an individual must first feel the AC and
AR. PN is then activated, leading to pro-environmental behaviour.
The added variables, such as SN and ECSR initiatives, were suc-
cessfully mediated by PN. These results have bridged the gap of
knowledge pertaining to the effectiveness of PN as a mediator
variable.
This study is limited to the investigation on the non-green
consumers of green beauty products. The comparison between
non-green consumers and the consumers of green beauty products
can be explored in future research. Furthermore, the use of cross-
sectional data in this study might reduce the power to draw ca-
sual inferences. Hence, it would better to collect longitudinal data
in future studies. Lastly, this study focused on investigating non-
green consumers’ purchase intention of green beauty productsPLS-LM
MAE Q2predict RMSE MAE Q2predict
0.569 0.307 0.003 0.002 0.005
0.497 0.390 0.000 0.002 0.000
0.516 0.409 0.014 0.014 0.025
0.500 0.423 0.005 0.011 0.009
0.545 0.337 0.008 0.006 0.014
0.653 0.174 0.010 0.009 0.019
0.515 0.252 0.023 0.011 0.051
0.473 0.365 0.008 0.000 0.016
0.489 0.359 0.006 0.002 0.011
0.517 0.301 0.015 0.016 0.031
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ories such as ethics theory, the theory of planned behaviour,
neutralization theory and others.
5.1. Managerial implications
Given that AC is a significant predictor of PI, cosmetics com-
panies’ advertising content should place more focus on the impact
of buying non-green beauty products on the environment (Rahbar
andWahid, 2011). Once consumers are exposed to this information,
they might be more willing to buy environmentally friendly beauty
products (Lai and Cheng, 2015). The results of this study have
shown that efficacy, AC, and SN, are all significant predictors of PI.
SN has shown to be one of the significant predictors of PI, which
means that the non-green consumers of green beauty products
value the opinion of others close to them. Therefore, cosmetics
companies could include advertising messages that emphasise
green behaviour as a norm in the current society. Given that ECSR
initiatives are the strongest predictors of PI, cosmetics companies
should also enhance their efforts in promoting ECSR initiatives
because these initiatives are viewed by consumers as important
criteria in buying green beauty products. Thus, it is advisable to
communicate corporate ECSR initiatives with consumers to
improve consumers’ awareness of companies’ current efforts to-
wards improving the environment.
5.2. Theoretical implications
This research has some theoretical contributions to academic
literature. First, it verified that a protracted NAT model is beneficial
in forecasting consumers’ PI towards green beauty products, as the
empirical data confirmed that the model has a high predictive
power of R2, Q2, and Q2predict value. Second, the study extended
the original NAT framework by including two additional variables,
namely SN and ESCR initiatives, to predict PN and PI. These two
added variables were found to be significant predictors of PN and
PI. Third, the study investigated the mediation effect of PN. The
findings show that AR, efficacy, SN, and ECSR initiatives have a
significant direct positive influence on PI, and that PN is a signifi-
cant mediator. The findings suggest that these factors not only
directly influence consumers’ PI, but also activate consumers’moral
obligation. As a result, consumers may be influenced to make
greener consumption choices, ultimately affecting their PI.
6. Conclusion
Overall, this study has shown that the research model is useful
and comprehensive to explain non-green consumers’ PI of green
beauty products. Particularly, it was found that those who have a
strong awareness about the repercussions of using non-green
beauty products, also have a stronger purpose to buy green
beauty products in the future. Besides that, efficacy, alongside SN
and ECSR initiatives enhances the purpose to buy green beauty
products among the non-green consumers. This study has also
found that stronger moral obligation or PN leads to stronger PI. PN
can be affected by AR, efficacy, SN, and ECSR initiatives. The effec-
tiveness of PN as a mediator has been tested and shown to be a
strong mediator even on new added variables, such as SN and ECSR
initiatives. From the results, it can be concluded that having a ho-
listic marketing campaign of green beauty products, which includes
negative impacts of non-green beauty products on the environ-
ment as a central message, as well as purchasing green beauty
products as an acceptable norm, may be able to positively influence
the non-green consumers to start using green beauty products.
Making green beauty products available and accessible in the9
market is also an important criterion in planning a successful
marketing campaign. As per result of this study, efficacy, and SN
both have positive impact on one’s moral obligation and purpose.
Finally, the results also suggest the importance of ECSR initiatives to
be included in planning a successful marketing campaign, espe-
cially to convert non-green consumers to become consumers of
green beauty products.
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1. Non-environmentally friendly cosmetic products can cause
environmental pollution due to its non-recyclable packaging
and unnatural ingredients.
2. Non-environmentally friendly cosmetic products contribute to
ecological damage.
3. Cosmetic industry causes environmental deterioration (i.e.
chemical waste, transportation, cosmetic packaging, etc.).
4. I don’t care about the carbon emissions cause by the cosmetic
industry.
5. An environmentally responsible cosmetic company practicing
water/energy conservation, water reduction, and diverse green
activities helps to minimise environmental degradation.ASCRIPTION OF RESPONSIBILITY
1. I feel jointly responsible for the usage of non-environmentally
friendly cosmetic products to environmental deterioration.
2. I believe that every cosmetic user is partly responsible for the
pollution caused by the cosmetic manufacturers.
3. Every cosmetic user must take responsibility of the environ-
mental problems caused by the cosmetic industry.
4. I feel upset by the amount of product packaging my household
throws away.
5. I am concerned about my purchase behaviour and the
environment.EFFICACY
1. I think the purchase of environmentally friendly cosmetic
products contribute to a clean environment.
2. I think the purchase of environmentally friendly cosmetic
products will reduce environmental deterioration.
S. Munerah, K.Y. Koay and S. Thambiah Journal of Cleaner Production 280 (2021) 1241923. I think I can help to reducing environmental problems by being
eco-friendly.
4. By purchasing environmentally friendly cosmetic products, I can
encourage others to do the same.
5. I personally can change my purchase pattern towards environ-
mentally friendly cosmetic products.SOCIAL NORM
1. I have the support from my friends and peers to purchase
environmentally friendly cosmetic products.
2. My family members suggested that I should purchase environ-
mentally friendly cosmetic products.
3. Family members would prefer me to try environmentally
friendly cosmetic products.
4. My friends’ positive opinion influences me to purchase envi-
ronmentally friendly cosmetic product.
5. I care about what others think of me, so I will try to use envi-
ronmentally friendly product.PERSONAL NORM
1. I would feel guilty if I do not reduce environmental
deterioration.
2. I feel it is important that cosmetic users in general make an eco-
friendly decision when purchasing a cosmetic product.
3. I feel an obligation to purchase environmentally friendly
cosmetic products rather than the non-environmentally
friendly ones.
4. I feel it is harmful to use non-environmentally friendly cosmetic
products.
5. My own value inspires me to purchase environmentally friendly
cosmetic products.ECSR INITIATIVES
1. I prefer to buy from companies that provide accurate informa-
tion about its products to its customer.
2. I prefer companies that provide full details about its ingredients
to its customer.
3. By buying from product with eco-label, I indirectly influence
environmental protection.
4. I support companies that contribute to campaigns and projects
that promote the well being of the society.
5. I would like to use the products from companies that participate
in activities that aim to protect and improve the quality of the
natural environment.
6. I prefer to buy from companies that make sufficient monetary
contribution to NGOs that promotes environmental
preservation.PURCHASE INTENTION
1. I amwilling to use environmental-friendly cosmetic products in
the future.
2. I definitely want to purchase environmentally friendly cosmetic
products very soon.
3. I will take initiatives to find environmentally friendly cosmetic
products in the future.
4. I will consider switching to environmentally friendly cosmetic
products for ecological reasons.105. I will consume environmentally friendly cosmetic products even
if they are more expensive than non-environmentally friendly
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